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ABSTRACT 
Insurance pricing is employed by insurance firms that determines the final profit. 
Therefore, insurance firms have adhered to abreast of factors that influence insurance 
pricing decisions and opportunities that exist to enable them maximize revenue. Based 
on this, the study focused on factors affecting insurance pricing in the insurance sector 
in Kenya. The specific objectives were to determine the effect of claim settlement, 
sales promotion, government policies and level of competition on the profitability of 
insurance sector. The financial planning theory, winner‟s curse theory and game 
theory guided the study. A descriptive research design was used. The target 
population was 146 employees from which a sample of 73 respondents was used in 
the study. The study used structured questionnaires to collect information from the 
respondents. The collected data was analyzed quantitatively and qualitatively. 
Quantitative data was presented inform of tables, figures and charts while qualitative 
data was presented inform of descriptive notes. The findings revealed that 68% agreed 
that claim settlement affects insurance pricing, 58% asserted that sales promotion 
affected insurance pricing, 62% were of the opinion that government regulation 
policies affected insurance pricing and 76% of the respondents indicated that level of 
competition affected insurance pricing in the insurance sector in Kenya. The study 
recommends that lack of proper training on claim settlement processing was a major 
challenge that hindered quality service provision. Insurance firms should ensure 
qualified and competent sales personnel are recruited to maximize the value of 
insurance products to its clients. The government through Insurance Regulatory 
Authority should formulate mechanisms that will provide an even field that can best 
monitor and improve insurance growth in Kenya and finally insurance companies 
should diversify their products and services to gain competitive advantage. This is 
based on the fact that insurance firms have similar products.  
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OPERATIONAL DEFINITION OF TERMS 
Claim settlement:  It is the payment made by the insurer to the insured or 
claimant on the occurrence of the event specified in the 
contract, in return for the premiums paid for the insured.  
Government regulation:  These are policies and guidelines used to regulate 
insurance operation and investments in a country.  
Insurance policy:  It is a contract that binds two parties known as the 
policyholder, which determines the claims which the 
insurer is legally required to pay. 
Insurance pricing:  It is set of standard measurement formulated to 
calculate premium rates of insurers. 
Staff promotion:  It encompasses the use of marketing tools to target new 
markets and at the same time communicate and promote 
brands preferred by specific audiences. 
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CHAPTER ONE 
INTRODUCTION OF THE STUDY 
1.0 Introduction 
The study was conducted to investigate the impacts of insurance policies in pricing 
within the insurance companies in Kenya. The variables which were considered in the 
study and has impact on insurance policies include, claim settlement, sales promotion 
and government regulation policies. The study was conducted at Jubilee Insurance 
Company. 
1.1 Background of the Study 
Insurance pricing is the process of putting a price on an insurance policy. 
Organizations consider it to be the central core part of the pricing control cycle. 
Insurance pricing entails activities such as business planning, pricing, and monitoring 
rates. Moreover, insurance pricing is an active function that incorporates several ideas 
such as corporate functions. The baseline for pricing within the insurance sector is to 
understand customer value and how not to manipulate them in the long run 
(Greenwald, 2018).   
Globally, insurance pricing growth has increased by 0.8% in 2017 from 1.9% in 2016 
in the first quarter. For instance, insurance pricing in the United States, UK, and 
Asian markets dropped drastically compared to other markets. The report from 
Greenwald also showcased that increase of insurance pricing was realized for the first 
time since 2013.  On the contrary, during the third quarter, the insurance pricing rates 
plummeted in the United States, Europe and Asian markets (Greenwald, 2018).   
On the other hand, global statistics further reveal that pricing of insurance property 
increased to 3.2% in relation to 2.4% decrease during the fourth quarter. In the 
financial and professional realm, pricing increased by 0.1% in the fourth quarter and 
alternatively decreased by 1.5%. Also, in the third quarter, financial sector and 
professional realm pricing decreased by 1.4% and 1.7% respectively in the third 
quarter (Greenwald, 2018).  
According to Swiss Re Institute (2017), insurance policy prices are expected to 
increase for non-life insurance and reinsurance by 2019. Moreover, insurance pricing 
has been dropping in the last five years. Thus, the report predicts a drastic moderate 
growth in the global economy from 2018 onwards. This is beneficial to the insurance 
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sector since global insurance premium is expected to increase by either 3% or 4% in 
2018 to 2019. Also, the report forecasts that the Asian markets will be the main 
achievers of increased premium gains. 
In Africa, insurance premium pricing decreased from 70 billion dollars to 64 billion 
dollars. This was based on the fact that currency differentiation in African countries 
was weak compared to the US dollar and other European currencies. Thus, fluctuation 
in pricing is one of the fundamental causes of the decline in insurance pricing in 
Africa especially in Libya, Nigeria, and Egypt (Africa Insurance Barometer, 2017). 
Additionally, lack of legal policy framework and transparent legal system contribute 
significantly to the uptake of insurance policies in African countries.   
South Africa is one of the dominant and largest insurance markets with insurance 
volume worth 33 billion dollars which constitutes 72% of the African insurance 
premium market. Other insurance markets in Kenya, Egypt, Nigeria, and Morocco 
constitute 85% of the total premiums. Among the four, Kenya is considered to be the 
fastest market growing at a rate of 10% in the year 2015 to 2017 (Pietro, 2017).  
Despite all these, penetration and uptake of insurance policy in Africa is still very low 
as insurance companies lack adequate capital to sustain their growth and at the same 
time, insurance partakers cannot afford insurance pricing policies.  
Locally, financial intermediaries such as insurance firms play a fundamental role in 
the economy by mobilizing funds from across all income levels and geographical 
areas, adequately, timely and at minimal cost (Omoke, 2012). In the Kenyan context, 
insurance companies generate most of their income by offering premium rates at a 
specific price by incorporating savings deposits and investing in major insurance 
premiums that will yield long term profits. These functions include amelioration of 
market frictions such as the costs of accessing information, making transactions, and 
enforcing contracts and allowing economies more efficiently allocate resources across 
investments (Omoke, 2012).  
Dorfman(2004)conducted a study to find out factors affecting life insurance agent 
production. The main objective was to formulate a predictive model for agent and 
agency production. Surprisingly, the findings showed that the study variables that is 
formal education, professional education and training had no effect on life insurance 
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agent production. The number of policy holders and smaller management span of 
control both proved predictive. The resultant model will not only provide a method 
for forecasting production by estimating parameters for the factors identified as 
significant but will hopefully also provide insights about the system of production 
that may stimulate improvements in productivity and the related dilemma of 
retention.  
This study will also test many of the factors commonly used within the insurance 
industry to select new agents. Annual production forecasts are generally based on 
some flat percentage of increase over the results of the concluding year, and financial 
expectations about new recruit production are based on a combination of 
psychological and demographic factors. These efforts have been aimed at improving 
financial performance and reducing turnover. A full model for agent production 
would at the very least include three groups of factors for measurement: a group of 
psychological factors, a group of demographic factors, and a group of factors 
reflecting the economy of the sales territory. It is paramount to focus only on those 
demographic factors currently believed by many in the industry to contribute 
positively to production levels (Ogutu, 2004). 
George (1990), insurance companies use historic data and extensive product research 
to compile various factors and create a benchmark for risk profiles. Companies 
nowadays have to adjust their risk profile, the information included in their health 
insurance application records and comparing them with other insurance agencies 
before making a reasonable decision with their clients with insurance. If an insurance 
company reviews a client‟s risk profile and determines whether they are eligible to 
qualify for health insurance package in place, they have to calculate and project 
insurance premiums based on client‟s personal information and provide them with a 
quote for the policy. Each company uses a different set of standards and assumptions 
to calculate that premium that will in the end improve their performance ratings.  
Njuguna (2012) states that, several factors have hindered most Kenyans not to have 
access to quality healthcare. Most private insurance firms have based their premiums 
on members taking individual covers than companies taking insurance as a group. 
High premiums are based on individuals with high health risks and the aged. Majority 
of Kenyans are not able to acquire health insurance. There has been will to take up 
4 
 
health insurance but majority are low income earners. Only a minimum percentage of 
Kenyans have access to health insurance. This raised concerns in the Government and 
that is why it established a capable body NHIF (National Social Health Insurance 
Fund) which is affordable and is able to provide health care facilities to all Kenyans 
at a subsidized rate.  
According to Insurance Regulatory Authority (2014), factors affecting health care are 
varied and far-reaching. As health care around the world is examined, access and use 
are gaining more attention. If you have health problems chronic or acute -- having 
high-quality, accessible health care is important. Access to health insurance, cultural 
factors, socio economic status, setting, and beliefs about health care, are the most 
important factors considered when it comes to proper health care. Some insurance 
companies have failed to honor medical claims incurred by its customer with the 
intention of sustaining their financial performance momentum. 
1.2 Statement of the Problem 
The insurance sector in any country plays a significant role in shaping and changing 
the livelihoods of citizens and major businesses. The insurance industry has initiated 
mitigations to safeguard and secure people and businesses against unforeseen 
predicaments. However, penetration of insurance industry in Kenya has encouraged 
competitiveness among insurance companies thus affecting pricing thus leading to 
price-undercutting wars (Priscilla&Kimani, 2016). In the end, many insurance 
companies are forced to merge and combine efforts to stay afloat by continuously 
shifting prices of insurance policy to sustain market dominance and to improve their 
financial performance. Moreover, reduction of insurance pricing pushes other 
insurance firms out of business since they cannot raise sufficient funds to manage 
their operations-based on reduced premium payments from customers.  In addition, it 
is not clear as to what factors lead to the reduction of insurance pricing besides the 
main notion that it originates from stiff competition in the sector. 
Over the years, various studies have been done concerning insurance pricing based on 
profitability goals. For instance, a study conducted by Avlonitis and Indounas (2006) 
sought to investigate service pricing in Greece. The results revealed that decision 
making in organizations is highly related to profit maximization. Locally, MKok 
(2013) asserted that insurance companies simulate pricing strategies to formulate key 
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pricing goals. From the studies, it is evident that their focus relies on price reduction 
in general and not specific to the growth of insurance industry. Also, it is apparent 
that pricing decisions in most insurance companies is mainly driven by its financial 
performance. 
In order to determine major factors contributing to pricing strategies among alcohol 
manufacturers, Odhiambo (2012) found out that product pricing is highly influenced 
by competition among competing firms in the industry. Furthermore, Odhiambo 
(2012) stipulated that high product prices were mainly based on their quality and the 
perceived status it has on individuals. However, the study did not show case how 
insurance pricing affects profitability of insurance companies.     
On the other hand, Epetimehin and Ekundayo (2012) did a study to investigate 
whether the pricing of risks affected the growth of insurance industry in Nigeria. The 
results revealed that operational expenses influenced the pricing of risk and premiums 
paid to insurance companies. However, the study did not address insurance pricing 
strategies that determine whether to reduce or increase insurance premium payments 
to sustain profitability and financial performance levels. From the studies, it is evident 
that there is little literature on the insurance pricing in the Kenyan context. Thus, 
there is the need for further research to elaborate on gaps not addressed in the context 
of insurance pricing in the insurance industry in Kenya. 
1.3 Objectives of the Study 
1.3.1 General Objective 
The main objective of the study was to investigate factors affecting insurance pricing 
in the insurance sector in Kenya. 
1.3.2 Specific Objectives 
i. To determine the effect of claim settlement on insurance pricing in the 
insurance sector. 
ii. To analyze the effect of sales promotion on insurance pricing in the insurance 
sector. 
iii. To establish the effect of government regulation policies on insurance pricing 
in the insurance sector. 
iv. To determine how level of competition affects insurance pricing in the 
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insurance sector. 
1.4 Research Questions 
i. How does claim settlement affect insurance pricing in the insurance sector? 
ii. What is the effect of sales promotion on insurance policies in insurance 
sector? 
iii. In what ways does government regulation policies affect insurance pricing in 
the insurance sector? 
iv. To what extent does level of competition affect insurance pricing the 
insurance sector? 
1.5 Significance of the Study 
The study will be of much assistance to insurance companies operating in the Kenyan 
market.  The study will be of great significance to life insurance industry when 
drafting key policies that will foster key initiatives to capture untapped markets and 
build solid trust and brand loyalty. Additionally, insurance companies will learn 
important basics concerning insurance growth and penetration in the Kenyan market. 
The findings will avail provide relevant information that would assist the public to 
understand various models used to calculate and issue pricing and policies in Kenya. 
Policy holders such as the government and potential policy holders will be informed 
on what to expect when handling life insurance pricing companies and their pricing 
strategies. Moreover, government through the commissioner of insurance will 
advocate for regulatory policies to govern policy holders and insurance companies in 
Kenya. 
The study findings will help to eliminate any void that hinder the growth and 
sustenance of insurance companies in Kenya. On insurance pricing regulation, the 
findings will assist Association of Kenya Insurers to conduct a fact-finding mission 
on various frameworks that will be tackled by the study. This will be initiated through 
the use of future scholars and relevant academic fields who have required resources to 
dig further on areas not tackled by the study. 
1.6 Limitations of the Study 
Finding cooperative respondent to participate in the study may be a challenge. Some 
respondents required confirmation concerning the intent of the study organization and 
whether it has been approved by the management. The respondents restricted 
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themselves from participating in the study due to policies governing information 
sharing to third-party organizations or individuals. Information concerning insurance 
pricing is sensitive and convincing the organization that the research is for an 
academic purpose will be a challenging task. 
1.7 Assumptions of the Study 
The study assumed that the effect of insurance pricing is a result of stiff competition 
in the insurance industry. The study also assumed that majority of the respondents 
gave accurate information in relation to study objectives as articulated in the 
questionnaires. These assumptions were limited to the Insurance Industry in Kenya 
which brought out clearly insurance pricing in the Kenyan context. 
1.8 Scope of the Study 
The purpose of the study is to determine how claim settlement, sales promotion, 
government regulatory policies and level of competition affect insurance pricing 
within the insurance companies in Kenya. The main focus of the study was Jubilee 
Insurance Company headquarters in Nairobi County. The study targeted 146 
employees from various departments. The study was carried out between the months 
of June 2018 to August 2018.  
1.9 Chapter Summary 
This chapter established the background information concerning pricing in the 
insurance companies in Kenya. The chapter also highlight challenges insurance 
industries face and showcase studies that have been done to help address the 
challenges specifically on pricing strategies. This chapter also highlights the 
statement of the problem, research objectives, research questions, significance and 
scope of the study.  
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CHAPTER TWO 
LITERATURE REVIEW 
2.1 Introduction 
This chapter critically looked at the literature related to factors affecting insurance 
pricing in the insurance sector in Kenya. This chapter also looks at applicable theories 
related to the study, authors view concerning the topic chapter and conceptualize on 
the relationship between independent variables and dependent variable. This chapter 
is divided into theoretical framework, empirical review, conceptual framework and 
operationalization of variables. 
2.1.1 Profile of Jubilee Insurance Company 
Jubilee Insurance Ltd, was established as the first incorporated Insurance Company 
based in Mombasa in August 1937. The company has since spread its wings and 
sphere of influence to be the number one Insurance Company in the region with 
offices in Kenya, Uganda, Tanzania, Burundi and Mauritius. Jubilee Insurance is 
recognized as the largest Composite Insurer in East Africa with over 450,000 clients. 
The company is listed in the Nairobi Securities Exchange, Dar e Salaam Stock 
Exchange and the Uganda Securities Exchange having been rated highly on 
Leadership, Quality and Risk Management and awarded AA- rating in Kenya and 
Uganda and an A+ in Tanzania. The vision of the company is to enable people 
overcome uncertainty. Its mission statement is to provide solutions and protect the 
future of customers. The company‟s main core values are integrity, passion, 
excellence and teamwork. 
2.2 Theoretical Review 
2.2.1 Financial Pricing Theory 
A possibly more appropriate theoretical construct to analyze the issue of whether 
commissions are passed through to buyers is insurance financial pricing theory 
(Mclaughlin, 1998). The theory explains the reason why insurers operating in a 
competitive insurance markets devise ways to collect more premium to cover any lose 
they might incur when issuing policies which is termed as economic cost of bearing 
risk. Some of the expenses included in the insurance model comprise of commissions 
from sales agents, administrative expenses, incurred tax charges and income taxes. In 
short, insurance companies imposing financial pricing theory, pass all the rates 
inform of commissions would be 100%. Thus, insurers will earn a decent competitive 
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rate of return equivalent to the cost of capital. Moreover, the theory assumes that all 
insurance markets are competitive and insurers earn progressive profits that exceeds 
the cost of capital. Thus, insurance markets focusing on property are usually 
competitive in structure. In the end, the financial theory avails how the entire 
insurance pricing cost through commissions is passed back to the insured clients. 
The amount of the commission that actually is passed along to buyers depends upon 
whether conditions in the insurance market more closely resemble those assumed in 
the micro-economic tax incidence literature, where commissions represent dead 
weight costs and there are some monopoly profits earned by insurers, or those 
assumed in the financial pricing literature, where commissions are expenses for 
services rendered and insurance markets are competitive (David& Cummins, 2006). 
2.2.2 Winner’s Curse Theory 
This theory was derived from the concept of auction theory. Rothwell, Jewell& 
Hardie (2009) applied the winner‟s curse concept of auction theory to setting the 
price of an insurance policy. The authors found out that insurance companies bid to 
revoke customers risk by quoting a premium policy whose cost is not known since it 
is impossible to project what will be the cost of claims. In the end, insurance 
companies will calculate the price they will use to bid for insurance policies based on 
the expected cost of claim they perceive.  
Winner‟s curse theory depicts that insurers that lowest bidders who win potential 
claims are more likely to have lowered their cost thus they might incur less profit than 
they would have expected. Winners curse theory operates on the assumption that 
insurance companies are identical, independent and competitive in nature since they 
are aiming from the same level of profitability. Thus, insured clients have no 
preference on the insurance company to choose from other than the one that offers the 
lowest price. In the end, insurance prices offered by insurance companies are driven 
by their own data. This brings in uncertainty in that the premium will be based on 
certain distributional assumptions (Lorson& Wagner, 2012). 
2.2.3 Game Theory 
Myerson (1991) defines game theory as the study of mathematical models of conflict 
and cooperation between intelligent rational decision-makers. The theory employs 
mathematical concepts to analyze and assess issues from which a decision may be 
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made based on agreement among two partners with an aim of influencing another 
person‟s welfare. Smith (2011) sets out an introduction to the concepts of game 
theory for general insurance actuaries and hints at where the theory might have some 
application.  
The author devised a method that was initially developed by Cournot to address 
competition that emerges between two competent suppliers to arrive at a decision on 
how much to supply or produce. This showcases a comprehensive framework of 
discovering how different insurance companies interact and function in a competitive 
market.   
On the contrary, Cournot model explains the reason why insurance firms execute 
their strategy when setting insurance pricing rather than deciding on what quantity to 
produce, as showcased by the model. In insurance pricing, the auction model is 
usually used to set premium rates which operates under the game theory concepts. 
Relating the game principle, the players are the insurer and the insured. This game 
operates in two phases. When the price of insurance coverage is fixed, the two parties 
will negotiate about the premium rates and the risk coverage. In relation to the study, 
fixed premium rates will explain strategy employed by insurance firms to sell their 
policies to the insured. Thus, the insured are the clients purchasing the insurance 
product.  
2.3 Empirical Review 
2.3.1 Claims Settlement 
The insurance life claim settlement is growing at an exponential rate.  Today the life 
settlement claim has a growth volume of 64 billion dollars from 12 billion in the last 
10 years (Chandik, 2008). Claim settlement entails selling insurance policy to third 
party settlement organization at a profit. In the event of death of the policyholder 
holder, the life settlement organization becomes automatically the new beneficiary of 
the insurance policy. 
Insurance life settlement entails two major contracts. Report by Deloite (2005) reveal 
that the claim features is comprised of a fixed premium that covers the entire policy. 
This is based on the fact that policyholders‟ premium rates deteriorate as time goes. 
Thus, insurance premium rates increase more than the initial rates to policy holders 
which in turn becomes actuarially affordable as policyholders age deteriorates. This is 
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referred to a front loading. This means insurance policyholder with life insurance 
policies have favorable incomes that are locked and can only be accessed through 
spot market. The report further avails that spot market accumulates to an actuarial 
value of most life insurance policies.      
Policyholders with impaired health status pay more for life insurance policy cover 
based on actuarial value. This provides an opening through which policyholders‟ 
settle for an amount that benefits them and the insurance organization based on cash 
surrender value (Doherty et al, 2012). It is also apparent to note that claim settlement 
policy is only offered to policyholders with an intention of either lapsing or 
surrendering their cover to insurers at a cash surrender value higher than the initial 
amount.     
Introduction of life claim settlement in the insurance market has triggered 
disagreements between life insurance companies and the claim settlement industry. 
For instance, Doherty and Singer (2012) asserted that secondary insurance market 
enhances high insurance volume to insurance holders by allowing room for 
negotiations with life insurance companies. This will, in turn, expand primary 
insurance market to a large extent. On the other hand, the report by Deloitte (2005) 
revealed that denying policyholders lapse time and time to surrender policies 
increases insurance policy settlement rate in the primary market.  The report also 
alleged that increase in settlement costs will be passed to policyholders thus 
discouraging them from claim settlement plan.  
Report by Daily (2004) reveals the relationship between Deloitte report and Doherty 
and Singer. It entails instances as to when a policyholder may decide to either lapse or 
surrender insurance policy. The first instance is when the policyholder is deceased or 
wants to tarnish the policy. Another instance is when the policyholder has a negative 
income shock that leaves him with no option other than to claim cash now than to 
settle for property listed under his name. When life insurance settlement policyholder 
chooses to lapse or surrender, the insurance company has the right to claim the value 
of these policies thus putting them in a position to offer insurance premiums at a 
lower price. On the contrary, when life insurance settlement policy is available, life 
insurance settlement firms will have a right to purchase insurance premiums and pay 
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their face amount under the condition that the policy owner has been pronounced 
dead within the stipulated cover period.  
Jawaharlal and Pareek (2006) have looked into the need for rendering an efficient 
customer service in the life insurance sector. It was also apparent that the time of 
claim settlement, agents and brokers did not concentrate on delivering quality 
customer services. Lack of education and training of intermediaries were the major 
constraints in providing quality service. It was recommended that the companies 
should keep strong information technology infrastructure to support both customers 
and its intermediaries. 
Gopalakrishna (2006) in his article writes about the importance of claim settlement in 
life insurance. The promptness with which claims are settled should be considered as 
one of the major criteria for judging the efficiency of the working of such an office. 
In order to minimize the time and legal cost of claim settlement it is of utmost 
importance to decide the purview of inclusions under the covered peril. Oza (2008) 
emphasizes that insurance contracts being synallagmatic in nature with mutual 
obligations on the part of both insurer and insured, any claim that falls within the 
coverage and does not attract any exclusion should be paid and paid in full. 
In the Indian scenario high claim ratio has been a taxing component to the high 
underwriting losses both in the pre-as well as post privatization era. Various studies 
have rendered that fraud is the major reason why there is high volume of claims. 
According to Agarwal (2008) fraud is not always restricted to the cause of loss. In 
many cases it arises out of an over stated claim, a claim for assets which did not exist, 
false documentation and altered invoices. It also holds that an exaggerated or 
overstated claim is not necessarily a fraudulent claim. The study emphasizes on the 
need for looking into the intensions of the insured for proper quantiﬁcation of claims 
thus leading to minimizing the claims overheads. The reason for such phenomenon 
has been stated by Bansal (2007) as disparity between the rate of increase in 
penetration and increased focus on scale of operations, competitive pricing, efﬁciency 
of policy serving and rate of claim disposal. This also leads to a ﬁllip in non-operating 
leakages and premiums impacting the bottom line of the general insurance players. 
According to SAS (2012), an insurer that manages claim will also make effort to 
minimize cases of fraudulent claims. It is reported by SAS (2012) that 10% of all 
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insurance claims are fraudulent. Moreover, claim situations should be properly 
monitored in order to identify recovery opportunities from salvage, subrogation or 
third parties. Missed recovery opportunities will have considerable implications for 
the profitability of an insurer. In addition, claims manager should create a balance 
between avoiding claims delay and reducing loss adjustment expenses. Finally, 
efforts should be made to minimize litigation expenses(SAS, 2012). 
The cost of claim payouts and expenses is the largest spending category for an 
insurer, accounting for up to 80 percent of premium income (Amoroso, 2012). 
However, insurers that can reduce their claims costs by just one percentage will likely 
achieve substantial savings. Empirical studies have reported that large percentages of 
claims are fraudulent. For example, studies of automobile personal injury claims in 
the state of Massachusetts have found that anywhere from one quarter to three-
quarters of claims show some evidence of fraud or buildup (Tennyson & Salsas-Forn, 
2002). 
Claims cost is usually calculated as the total losses incurred by an insurer plus 
adjustment expenses. However, loss ratio is used to calculate how much an insurer 
pay as claims in relation to the premium earned. Loss ratio is the ratio of total losses 
incurred (paid and reserved) in claims plus adjustment expenses divided by the total 
premium earned. The lower the loss ratio the better the profitability because higher 
loss ratios may indicate poor risk selection and derail in financial performance. 
The basic theory of insurance provides that a fair premium must be adequate to cover 
claim cost, administrative and underwriting expenses and reasonable profit 
(Epetimehin and Ekundayo, 2012). This can only be achieved with a high level of 
accuracy in the underwriter‟s forecast since insurance claim is prospectively 
estimated. The possibility of this is further complicated by the economic theorem that 
actual result sometimes different from the expected. An insurer only knows with 
relative certainty how much profit or loss it made during a given period after several 
years because only 40% of their incurred losses are paid as at the close of a financial 
year (McClenahan, nd). This means that claims incurred in previous years could find 
its way into the present year‟s account thereby increasing the expenses. It seems 
apparent that the difficulty created by the nature of insurance business makes the 
achievement of profitability doubtful since profit is simply the excess of income over 
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expenses and claim cost constitute a higher portion of the insurer‟s expenses (SAS, 
2012). 
Claim settle is one of the major sources of revenue for insurance companies. This 
means that expenditure under claims settlement is estimated to be around 8% of the 
total expenditure cost. This means that insurance companies develop affordable cost-
effective claims to gain a competitive edge in a in a competitive insurance market 
environment. Today, insurance companies are under a lot of pressure to deliver the 
level of claim service in the insurance market. Apart from insurance ricing, the main 
reason why insurance policy holders change their policies is based on customer‟s 
experience after using a particular policy claim. Thus, the only way policyholders 
evaluate their insurer is when they make a claim and they are handle by insurance 
companies. 
Based on this, it is apparent to note that insurance firms consider claims management 
as key issue when protecting their interest as well as their shareholders‟ funds devised 
from insurance premiums paid by the policyholders. When handling claims, insurance 
firms are well aware of rules and regulations that govern how claims settlements 
ought to be handle. In the global context, insurance firms operating in international 
markets have to adhere to set rules imposed in those regions. Thus, the key part of 
insurance business is to handle claims. Thus, the main principle of handling insurance 
claim is to conduct a business with integrity and due diligence by treating clients 
fairly.  
2.3.2 Sales Promotion 
According to Berkowitz (2003), promotion includes all activities the company 
undertakes to communicate and promote its products and services to the target 
market. The main promotional market mix components are tools devised for 
marketers that can be employed by insurance companies to reach out to potential and 
targeted customers persuading them to buy insurance products. 
Belch and Belch (2015) defines promotion as the coordination of all seller-initiated 
efforts to set up channels of information and persuasion to sell goods and services or 
promote an idea. The authors noted that communication through various marketing 
elements is usually planned and controlled by organizations depending on the type of 
market they are targeting. 
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Kotler (2003) noted that companies often need to restructure their business and 
marketing practices in response to significant changes in the business environment, 
such as globalization, deregulation, computer and telecommunications advancements, 
and market fragmentations.  
The main tactics organization use to adapt to rapidly changing environment is by 
empowering their employees to be more creative and innovative. In the same case 
scenario, this should be replicated in the insurance markets. In the Kenyan context, 
Jubilee Insurance managers advocated that insurance companies need to venture into 
various campaigns to encourage the uptake of insurance policies. Thus, insurance 
markets need to be flexible enough to understand various ways they can attract and 
meet the needs of Kenyans policyholders (Association of Kenya Insurers, 2012). 
Promotion programs initiated by insurance companies goes back to mid-nineties and 
these programs mainly focused on creating the brand awareness and promote product, 
specially their protection plans among customers.  Targeting the same customers with 
same promotional programs have not been successful and might not achieved 
intended mileage for the company.  There were no proper study or research conducted 
by any insurance company to find out the impact made by promotional programs or 
other elements of service marketing mix on customer buying intention 
(Weerasiri&Maldeniya, 2016).  
According to Gupta (2007), the objectives of promotions are to attract new customers, 
to make existing customer loyal, reward loyal customers and increase the market size 
by stimulating the use of an entire product category and to reinforce other 
communication tools. This means that the more a product advance in the product life 
cycle, the more revenue is allocated to sales and promotion. The same case scenario 
happens with brands priced low. In the end, retailers and wholesalers dictate the final 
product price through their promotional programs.  
Nearly all companies need to use sales promotion as a defensive tool when accessing 
new marketing channels. Consequently, consumes choice for a particular brand is 
highly influenced by the price and sales promotional mechanisms instilled. Before 
deciding, consumers have to decide whether to purchase something in large quantities 
based on the discounted rate offered by companies or examine whether the promotion 
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exists. Thus, sales promotion can easily draw customers to make impulse purchases 
which can be advantageous to companies. 
Kimball (2002), stated that effective sales promotion campaign enables a business 
organization to successfully out-brand its competitors is a continuous battle for the 
hearts and minds of the market share and customers. Managing senior executives to 
customer service, research and development, business development and even 
prominent and active business partners.  
 Zekeri (2004) distinguished sales promotion from other marketing elements except 
the field of personal selling, advertising and other promotional channels available. 
Personal selling and advertisement lure customers to purchase products. These 
components are key when enhancing or introducing the product to customers which 
in turn may result to increase in product purchases. Sales promotion offers a direct 
link to customers who purchase products on a short-term basis. Thus, it cannot be 
linked to advertising which gives customers a reason to purchase a certain product. 
Sales promotion engages the customer to purchase products from rival firms.  
Brown (2002) investigated on the problems created by a promotional culture and 
opined that the pressure to run promotions can have an impact on overall marketing 
performance. Browns notes that statistics indicate that companies spend a lot to 
design, implement and oversee sales promotional efforts to capture consumers‟ needs 
and product perceptions. Thus, 25% of time accounts for sales force and 33% of time 
accounts for managerial approvals.  
Achumba (2002) defined sales promotion as those marketing activities, other than 
personal selling, advertising and publicity that stimulate consumer purchasing and 
dealer effectiveness, such as displays, shows and expositions, demonstration. Sales 
promotions is an activity in which different business areas need to get involved and 
coordinated, such as the marketing, commercial and production departments.  
Aworemi, Oyedokun, Ajagbe and Wojuade (2008) noted that sale promotion are 
usually short campaigns often run in association with media, most of which involve 
the collection of either from product, produced or services rendered by the advertisers 
or published in the newspapers. Thus, advertising can be used as a means of 
communication to inform potential customers about the incentives offered for sales 
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promotion, personal selling can as well include communication to individual 
customers. But, sales promotion differs from advertising and personal selling in terms 
of its approach and techniques. Sales promotion adopts short terms, non-recurring 
methods to boot up sales in different ways. 
Perkinson (2010), in his study of sales volumes variances identified various 
challenges that come with sales volumes that are either higher than or lower that the 
planned sales, especially in standardized price scenario. He concluded that these 
variances disorganized the budgets set by organizations, especially because of the 
contribution margins that end up not delivering to the budgeted profits. 
Balaghar 2012, evaluated all the promotional elements that an organization can use 
the increase sales volumes. He identifies discounted prices as one way of increasing 
the sales volumes. He also identifies alternative promotional tools such as advertising, 
flexible payment terms, public relations, direct selling and direct marketing. He 
concludes that the main reason for implementing the sales promotion   elements is to 
increase sales and therefore profits. Each of the elements contributes differently and 
can be ranked from the most effective to the least effective. 
2.3.3 Government Regulation Policies 
Pietro (2017) study reveals that the strength of the positive effects of life insurance on 
economic development is dependent on a country‟s specific factors including market 
structure and policy choices. This is because life insurance penetration at low levels 
of GDP is supply not demand led. This means that the development of the market 
needs to be proactive, not passive, for developing countries.  
Consequently, a report by African Development Bank (2009) revealed that liberalized 
markets, combined with effective regulation, are important determinants of life 
insurance development. An ideal market structure is one dominated by private 
participants, including foreign entrants, to provide a level of competition that 
balances efficiency and value for customers with the economies of scale needed for 
effective risk pooling and capitalization. 
According to a study by Arena (2006), he affirms that there are barriers to effective 
regulation. This includes a lack of skilled labor pool for regulators and for private 
organizations. For example, there is a lack of actuarial knowledge for risk analysis 
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and measurement, indeed, it is estimated that there were only approximately 1,100 
trained actuaries in 2013 I Africa, 1,100 of whom are in South Africa. Some 
regulators suffer from political interventions and a lack of independence. 
On the other hand, a report by African Development Bank(2006) found out that 
regulatory bodies in Sub-Saharan Africa have made strong progress in developing 
standards but still face challenges. They suffer from poor internal capacity and lack of 
resources to execute best practices. The report further avails that there is insufficient 
data and information collection for use by the private firms and regulators. Thus, 
cross-border cooperation and harmonization remain weak.   
Bhoola et al., (2014) argue that insurance regulation has over the last decade been 
increasing across the African continent. For this reason, they carried out a study to 
determine its effect on the growth of the insurance industry. According to Bhoola et 
al., (2014), insurance firms need to familiarize themselves and comply with the 
government regulations in order to continue being profitable. In addition, there are 
some regulations which if implemented will result in an increase in market 
opportunities for insurance firms. 
According to Schiller and Hill (2013), the main challenges of regulation are costs. 
These costs include administration costs, compliance costs and efficiency costs. 
Administration costs would include the time and pay trade-offs to the officers that 
ensure the industry players follow the rules and guidelines. Compliance costs include 
the charges imposed on the players as annual transactional fees for certification and 
standard expectations. In addition to other levies, this may exhibit a less than 
attractive investment for any investor. Efficiency costs are determined by the mix of 
output that is products being sold and the quality of agents getting insurance to 
consumers. 
Insurance products especially in developing countries are mainly affected by political 
and legal framework. This means that insurance marketers must conduct a market 
research to assess the purchasing power of customers (Kotler, 2003). On agreement, 
Muchire (2003) mentions that consumer purchasing power highly depends on their 
current income levels, savings and credit information. 
19 
 
On the other hand, price controls or regulations are government regulation on 
insurance pricing mainly targets goods and services dominating competitive markets. 
The intent behind implementing such controls stem from the desire to maintain 
affordability of such items. It is geared towards making sure exploitation by the 
supplier is contained especially during shortages in supply. 
For example, in the developed countries, there are raising concerns as to whether 
governments differ policies that influence the growth of businesses by implementing 
a vast policy to cater for rising demand and expenditure. Out of this context, 
insurance companies assist the government to notice the detrimental effect of their 
policy decisions on businesses. Thus, in the long run, such regulations affect the role 
of insurance companies as premier protectors of society as well as an agent partner 
with of the state. 
Regulations imposed by the state affects the insurance industry thereby influencing 
the purchasing behavior of consumers who prefer a particular brand or policy 
product.  The case study of social care in particular, highlights the range of policy 
options that governments might adopt to meet a societal need and the impact this has 
on insurance market development (Bank of England, 2015). From the banks 
perspective, insurance companies have a mandate of assisting the government in 
making coherent decisions that may not hinder their operations in the long run. Such 
decisions should incorporate risk management strategies that have a long-term effect 
not only on the insurance companies but also to their potential policyholders. 
In developing countries such as France, Christopher senand Jakubik(2014) observed 
that there is a mixture of public and private funding. The authors noted that 70% of 
the state budget is financed by the local government, the reaming 30% mainly funded 
the state government. State funding mainly involves drawing contributions from 
social securities, taxes and on Solitary day which a period where employees make 
donations to fund care productions. Moreover, country wide campaign by the state 
has increased the growth of insurance firms in localities. In 2007, citizens over 40 
years had applied for care policy. This represented 1% of spending from insurance 
companies that are privatized. The increment in insurance uptake attributed t the fact 
that the public are more aware of the benefits of being covered against unpredictable 
risks and gaps available during public provision. 
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In the Netherlands, the government had to institute public funding schemes to protect 
the citizens of exploitation from insurance companies especially against high 
expenses and charges they might incur when advocating for a particular policy 
program. Over the years, there have been changes and reviews which has escalated to 
about 66% from €14bn to €23bn between 2000 and 2010.This has meant the system 
has been in constant flux and that there is no private insurance for social care (Wells, 
Newton, and Sanders, 2009). 
In Germany, GmbH (2015) report revealed that there is a mixture of public and 
private insurance schemes. In 1994, Germany enacted a law that instituted 
compulsory social insurance scheme to its citizens.  Nevertheless, citizens with 
earned more, public servants and self employed may choose to venture into private 
insurance policies as to social insurance. Thus, a split between contributions made to 
social insurance agencies was realized. In the end, such initiative encouraged public 
and private systems partner on various needs.   
2.3.4 Level of Competition 
The competition on the non-life insurance market is as fierce as ever. This situation 
leads many insurers to develop more and more sophisticate pricing structures trying 
to implement an efficient segmentation to reach expected profitability. This makes the 
comparison of an insurer‟s prices with its competitors‟ prices more difficult and less 
transparent (Biver, Lecuivre, & Marechal, 2017). Relevant price analysis techniques 
must therefore be implemented to clearly identify an insurer‟s positioning on the 
market and take the adequate decisions in order to improve its profitability. 
Moreover, Biver, Lecuivre, & Marechal (2017) stipulate that being able to identify 
the price of the competition is a must for an insurance company as it enables to assess 
its position (ranking) on the target segments the company has defined. It is also useful 
in order to determine the margin of increase by segment in case of segmented price 
increase, refine the discount policy considering the positioning of the competitors as 
well as to identify policyholder‟s profiles more likely to lapse due to better 
opportunities at competitors. 
Marucha (2012) studied the core competencies and competitive advantage of 
insurance firms in Kenya. He defined core competencies as those unique capabilities 
which usually span over multiple products or markets. He identified them as customer 
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service, flexibility, product differentiation and information management systems. 
Others included, integrity, strong brand, staff skills, regional presence and prudent 
and ethical practices. On the flexibility, the firms embrace product customization that 
includes extra benefits and competitive pricing. Marucha concluded that firms use 
their core competencies to achieve competitive advantage. As such the firms must 
continually identify and strengthen their core competencies in order to sustain 
competitive advantage. 
Mwangi(2013) studied the positioning strategies in the insurance industry and 
identified various elements that can be used by the companies to competitively 
position themselves in the industry. She identified Price as a major element where 
firms can choose to be market leaders in terms of price or use pricing to communicate 
a higher brand and product value. She acknowledges that price is highly regulated but 
companies still manage to underprice their products in order to beat competition. 
Micu (2012) identified three strategies for pricing one being „Cost Plus‟ second being 
„Customer Driven‟ and lastly „Competition-Driven Pricing‟ In cost plus, the price is 
set after considering all costs plus a mark-up for profit. Customer driven strategy is 
similar to value-based pricing and takes into consideration the market conditions. 
Competition driven pricing lets prices be dictated by competitive forces in the market. 
They concluded that companies are now building products and marketing strategies to 
support pricing objectives, and not the other way around. 
Bonner (2018) discovered that competition in the Insurance Industry is quite fierce 
with the companies competing for a limited market, though every year, they manage 
to grow revenues in the industry by at least 20%. This competition has seen many 
firms employ various forms of competitive strategies that range from price cuts, 
incentives to customers and intermediaries as well as value adding benefits attached 
to the conventional products. Innovation has gone much higher with new products 
that have expanded the insurable interests to much higher ranges. 
Insurance policy buyers‟ benefits policyholders based on rates. Insurers are more 
likely to reduce their rates when they know they can quickly raise them later to 
compensate for losses (Bonner, 2018). Bonner asserts that performance of insurance 
policies can be measured under a competitive rating system. This can be experienced 
when predicting profits and losses is easy. In the end, other insurance companies will 
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be motivated to enter the market thus competition will increase rapidly. The price of 
insurance policies will go down due to stiff competition. Insurance companies will be 
forced to reduce their prices to attract more clients to their products.   
Competitiveness in the insurance market has forced insurance companies to lower 
their prices to cater for marketing needs. Many insurance policy holders take time to 
adjust their ratings. As one would expect, insurance companies today are changing 
their pricing models. In order to differentiate themselves from their competitors, 
insurance companies employ differentiation pricing model to distinguish their 
products from various competitors with an aim of strengthening their brand based on 
price differentiation. Thus, to gain a competitive advantage, insurers are beginning to 
use price optimization to see how demand varies at different price levels and come up 
with recommended price that will improve profit (Dodds, 2014). 
2.4 Summary of review and Research Gaps 
From the various study findings in the literature review, it is apparent that insurance 
pricing and financial performance is a fundamental issue in the insurance industry. In 
relation to the theories, financial theory, financial cost theory and Winner‟s curse 
theory explain how insurance companies collect premiums to cater for any loss and 
expense incurred when issuing the insurance policy. Thus, the theories operate on the 
notion that all commission costs will be passed to policyholders.  
Doherty et al, (2012) stipulated that policyholders with impaired health status pay 
more for life insurance policy cover based on actuarial value. He further asserted that 
it provides an opening through which policyholders‟ settle for an amount that benefits 
them and the insurance organization based on cash surrender value. Concerning sales 
promotion, Belch and Belch (2015) defined promotion as the coordination of all 
seller-initiated efforts to set up channels of information and persuasion to sell goods 
and services or promote an idea. With regards to government regulation, a report by 
African Development Bank (2009) revealed that liberalized markets, combined with 
effective regulation, are important determinants of life insurance development. In 
these studies, the main focus was on life insurance in general and how premium rates 
are measured by insurance companies. However, the studies had little comprehensive 
literature on the insurance policy and pricing specifically in the Kenyan context. To 
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fill the identified gaps, a further study was done in relation to the study variables to 
highlight the gaps.   
2.5 Conceptual Framework 
Figure 2.1 Conceptual Framework 
Independent Variables     
 
 
  
                          Dependent Variable 
 
 
 
 
 
 
 
 
 
2.6 Operational Framework 
Operational framework is used in research to define variables into measurable factors. 
In this study, variables were defined based on performance indicators and the scale of 
measurement as presented below; 
Table 2.1 Operationalization of Variables 
Variables Performance Indicators Measurement Scale 
Claim Settlement -Revenue per policyholder 
-Average cost per claim 
-Lapse time 
-Loss ratio 
-Cost of claim 
Ratio scale 
Sales Promotion -Sales Lead flow 
-Conversion Rate 
Ordinal scale 
Claim Settlement 
-Revenue per policyholder 
-Average cost per claim 
-Lapse time 
 
 
 
 
Sales Promotion 
-Sales Lead flow 
-Conversion Rate 
-Booked revenue 
 
 
 
 
Insurance Policy and Pricing 
-Market structure 
-Actuarial knowledge 
-Regulation costs 
 
 
 
Government Regulations 
Policies 
-Administration cost 
-Compliance cost 
-Efficiency cost 
 
Level of Competition 
-Price wars 
-Market share 
-Market penetration 
- 
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-Booked revenue 
Government Regulations 
Policies 
-Administration cost 
-Compliance cost 
-Efficiency cost 
Ration scale 
Level of Competition -Price wars 
-Market share  
-Market penetration 
Ordinal scale 
Insurance policy and pricing -Market structure 
-Actuarial knowledge 
-Regulation costs 
Ordinal scale 
2.7 Chapter Summary 
This chapter showcases authors views concerning factors affecting insurance pricing 
in the insurance sector in Kenya. Theoretical framework highlights various concepts 
that are applicable to the study. Also, empirical review depicts various studies done 
on the topic sentence. Moreover, conceptual framework shows the relationship 
between independent variables and dependent variable while operational framework 
defined variables based on performance indicators and the scale of measurement 
before research methodology is done. 
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CHAPTER THREE 
RESEARCH METHODOLOGY AND DESIGN 
3.0 Introduction 
In this chapter, the researcher presents the research design, target population and 
sample size, sampling design, data collection instruments, data analysis and ethical 
consideration. 
3.1 Target Population 
Orodho and Kombo (2002) defined target population as all the items or people under 
consideration in a study. The study targeted 146 employees from the three-main sub 
division at Jubilee Insurance. This is because the researcher had a reasonable access 
to employees from the sub divisions compared to the entire organization. Thus, 
targeting based on managerial division is a viable option. 
3.2 Research Design 
The study used descriptive research design. This is because according to Mugenda 
and Mugenda (2012), “descriptive research design is appropriate for educational fact-
finding and gives a lot of information which is very accurate”.Orodho and Kombo 
(2002) noted that descriptive survey research produced statistical information for a 
study phenomenal. The design is appropriate for the study since it enabled the 
researcher to gather information concerning Insurance Policies and Pricing in the 
insurance industry. 
3.3 Sample and Sampling Technique 
Sampling as defined by Orodho and Kombo (2002) is the process of selecting a 
subset of cases to draw conclusions about the entire set. Stratified random sampling 
technique will be employed because it gives an equal chance of each sample to be 
represented. From 146 employees of Jubilee Insurance Company, a sample of 73 
respondents representing 50% of the target population was used. This is because 
according to Mugenda and Mugenda (2012), a sample size that lies between 30% and 
50% is appropriate for any study being sampled. Out of 3 top-level managers, 2 of 
them were selected, from 10 middle-level managers, 5 of them was selected and from 
133 support staffs, the study sampled 66 of them bringing a total of 73 respondents. 
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Table 3.1 Target Population and Sample Size 
Category Target Population Sample 
Size(50%) 
Percentage 
Top Level Management 3 2 3 
Middle Level Management 10 5 7 
Support Staff 133 66 90 
Total 146 73 100 
Source: Jubilee Insurance Company (2018) 
3.4 Instruments 
The study employed questionnaires to collect data from the respondents. The 
questionnaires were self-administered to the respondents. The questionnaire was 
structured in such a way that it gathered requisite data that addressed all study 
objectives. The questionnaires comprised of open and closed-ended questions. 
Questionnaires are easy to administer and monitor compared to other research 
instruments. The use of questionnaires that the respondents have free space and time 
to think over their answers thus confidentially is key when using questionnaires.  
3.5 Pilot Study 
Kothari (2005) defines pilot study as a way of conducting a preliminary research to 
find out cost-effectiveness of a project, occurring events in a study and reliability and 
validity with an aim of predicting a suitable sample size for analysis. Based on this, 
the study used a sample of 8 randomly selected respondents to participate in the pilot 
study. Feedback from the respondents was used to eliminate any traces of vague 
questions and biases administered by the researcher.  
3.5.1 Validity of the Research Instruments 
According to Sekaran (2009), validity represents the extent to which the research 
outcome represents the actual phenomenon of under the study. To enhance validity, 
the questionnaires were designed in relation to the research objectives. Moreover, the 
questionnaires were presented to the university senate supervisors to cement its proof 
of validity. The main reason for validating the questionnaires was to assess the 
structure and appropriateness of the questions and make the relevant adjustment 
before conducting a field study.  
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3.5.2 Reliability of the Research Instruments 
Cresswell (2009) mentions that reliability measures the consistency of the research 
instrument after several trials without changing the research outcome. In addition, 
reliability also shows the extent to which similar result be revealed after 
administering questions from one phenomenon to another. To achieve this, data from 
the field was tested for consistency with an aim of reducing research coding errors. 
3.6 Data Collection Procedure 
The study ensured that relevant documentation was obtained including an 
introduction letter from Management University of Africa. Audiences from the case 
organization were clarified about the purpose of the study. Use of questionnaires 
made data collection to be easy and majority of the respondents were reached in time. 
Afterwards, the study explained the main purpose of the study and why the 
respondents should participate. 
3.7 Data Analysis and Presentation 
After data collection, before analysis, all questionnaires were checked for reliability 
and verification. Editing, coding and tabulation was carried out. Qualitative data 
according to Mugenda and Mugenda (2012) does not produce discrete numerical data. 
Qualitative data was obtained from open-ended questions and analyzed using 
thematic analysis. The results were tabulated in frequency tables for ease of 
interpretation to easily visualize the various results from the respondents. Quantitative 
data was obtained from closed-ended questions and analysis was done using 
Statistical Packages for Social Sciences (SPSS) software. 
3.8 Ethical Consideration 
3.8.1 Informed Consent 
An informed consent ensures that the respondents understand their rights and 
obligations before participating in any research study (Mugenda, 2012). This was 
represented by an introduction letter attached to questionnaire. Consequently, selected 
respondents were consulted before they participated in the research study. 
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3.8.2 Voluntary Participation 
The respondents were not coerced to participate in the study. Instead, the respondents 
were briefed on the research objectives and aim before they make their own informed 
consent (Creswell, 2003). Also, each respondent had an equal right to either choose 
whether to participate or not  
3.8.3 Confidentiality 
The respondents were accorded code names in form of numbers rather than use their 
real names. This ensures that their identity is protected from any other participant and 
the organization itself (Mugenda and Mugenda, 2012). Also, an assurance was made 
concealing sensitive data from any other third-party organization.  
3.8.4 Privacy 
Kothari (2005) asserts that any respondent participating in a research study is entitled 
to privacy as part of the ethical consideration. Questionnaires were distributed to the 
respondent‟s workstation or any other private area they fill safe. This ensured that 
there is no interference or influence from other respondents. 
3.8.5 Anonymity 
The research collected and presented the research findings without revealing the 
identity of the participants or any other details that might lead to them (Tamariz et al, 
2013).  Based on this, the study advised the respondents not to include their names or 
identification details. Rather, code names were assigned during the research process. 
3.9 Chapter Summary 
This chapter focused on identifying appropriate research design for the study; the 
target population and the right sampling design and technique to be used; construct 
and explain research instrument to be employed and explain how the pilot study was 
instituted to test reliability and validity of the research instrument. Moreover, the 
chapter elaborated data analysis techniques to be used and how respondents ethical 
considerations were met. 
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CHAPTER FOUR 
RESEARCH FINDINGS AND DISCUSSIONS 
4.0 Introduction 
This chapter undertakes to analyze and discuss the data collected from the 
respondents in relation to research objectives and quantitative analysis and qualitative 
analysis. The quantitative data analyzed was presented in using tables, charts and 
through percentages while qualitative analysis was presented through content 
analysis. 
4.1 Presentation of Research Findings 
Out of 73 questionnaires issued to the respondents, 45 questionnaires were returned 
and were dully filled correctly. From 28 remaining questionnaires, 20 of them were 
returned but did not illicit appropriate feedback for the study while 8 of them were 
not returned. 
4.1.1 Response Rate 
Table 4.1 Response Rate 
Category   Frequency Percentage 
Returned 45 62 
Spoilt 20 27 
Not returned 8 11 
Total  73 100 
Source: Author (2018) 
62%
27%
11%
Returned
Spoilt
Not returned
 Figure 4.1 Response Rate 
Source: Author (2018) 
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Table 4.1 and figure 4.1 indicate that majority of the respondents at 62% participated 
in the study, 20% of the respondents participated but their feedback did not illicit 
information required by the researcher while 11% of the questionnaires were not 
returned from the field. The analysis implies that majority of the respondents 
participated in the study. 
4.1.2 Personal Information 
Table 4.2 Gender Analysis 
Category Frequency Percentage 
Male 31 69 
Female 14 31 
Total 45 100 
Source: Author (2018) 
 
Figure 4.2 Gender Analysis 
 
Source: Author (2018) 
Concerning gender analysis of the respondents who participated in the study, 69% of 
the respondents were male while 31% of the respondents were female. The analysis 
implies that the organization is male dominated indicating gender imbalance in the 
organization.  
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Table 4.3 Age Bracket 
Category   Frequency Percentage 
18 – 25 years 6 13 
24 – 31 Years 23 51 
32 – 39 years   12 27 
40 years and above 4 9 
Total  45 100 
Source: Author (2018) 
 
Figure 4.3 Age Bracket 
Source: Author (2018) 
Analysis on table 4.3 and figure 4.3 concerning age of the respondents indicate that 
majority of the respondents at 51% were between 24 – 31 years of age, followed by 
27% who indicated 32 – 29 years, 13% and 9% indicated between 18 – 25 years and 
40 years and above respectively. This implies that majority of the respondents in the 
organization are young employees indicating an energetic workforce. 
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Table 4.4 Highest Level of Education 
Category  Frequency Percentage 
Certificate level 11 24 
Diploma level 7 16 
University level 27 60 
Total 45 100 
Source: Author (2018) 
 
Figure 4.4 Highest Level of Education 
Source: Author (2018) 
Table 4.4 and figure indicates the highest level of education of the respondents who 
participated in the study. The analysis shows that majority of the respondents at 60% 
were degree holders, followed by 16% who were diploma holders and 24% of the 
respondents had other certifications as part of their achievement. Based on the 
analysis, it is evident that majority of the respondents in the organization are well 
educated indicating an enlightened workforce. 
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Table 4.5 Length of Service 
Category Frequency Percentage 
2 years and below 3 7 
3 – 5 years 19 42 
6 – 8 years  15 33 
9 years and above 8 18 
Total 45 100 
Source: Author (2018) 
 
Figure 4.5 Length of Service 
Source: Author (2018) 
On the length of service, table 4.5 indicate that majority of the respondents at 42% 
have served for 3 – 5 years, followed by 33% who have served for 6 – 8 years, 18% 
and 7 years of the respondents have served for 9 years and above and 2 years and 
below respectively. The analysis implies that the organization has an experienced 
workforce capable of handling any challenge posed to them.   
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4.1.2 Claim Settlement 
Table 4.6 Analysis on Claim Settlement 
Category Frequency Percentage 
Yes 31 68 
No  14 32 
Total 45 100 
Source: Author (2018) 
 
Figure 4.6 Analysis on Claim Settlement 
Source: Author (2018) 
The study sought to find out whether claim settlement affects insurance pricing in the 
insurance sector. The analysis depicts that majority of the respondents at 68% agreed 
while 32% of the respondents disagreed. This implied that claim settlement is a major 
issue that affects insurance pricing models in Kenyan insurance market.  
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Table 4.7 Extent to which claim settlement affects Insurance pricing 
Category Frequency Percentage 
Very large extent 10 22 
Large extent 19 42 
Moderate extent 14 31 
No extent 2 4 
Total 45 100 
Source: Author (2018) 
 
Figure 4.7 Extent to which claim settlement affects Insurance pricing 
Source: Author (2018) 
On the extent to which claim settlement affects insurance pricing, majority of the 
respondents at 42% asserted that it does affect insurance pricing at a large extent, 
31% stated moderate extent, 22% very large extent and 5% of the respondents noted 
no extent. From the analysis, it is apparent that claim settlement influences insurance 
pricing to a large extent. This implies that settling insurance claims does hinder 
insurance pricing depending on the rate at which the claimed amount is envisioned by 
the insured. 
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Table 4.8 Statements on Claim Settlement 
Statement Strongly 
agree 
Agree Undecided Disagree Strongly 
disagree 
Certain requirements like 
age proof and legal 
evidence of the title for 
settlement of claims up to a 
particular amount be 
dispensed with. 
19 
42% 
17 
38% 
2 
4% 
7 
16% 
0 
0% 
Investigation of early 
claims is waived for small 
sums assured in appropriate 
cases. 
10 
22% 
20 
44% 
14 
31% 
1 
2% 
0 
0% 
A high-level committee be 
set up to review claim 
appeals.  
22 
49% 
16 
36% 
5 
11% 
2 
4% 
0 
0% 
Source: Author (2018) 
The study sought to find out the respondents‟ perception concerning their views on 
claim settlement and insurance pricing. Analysis on table 4.8 indicates that 49% of 
the respondent‟s majority of the respondents at 49% noted that committee should be 
set up to review appeals made on insurance claims, followed by 44% of the 
respondents who were of the opinion that early investigation of claims ensures that 
the amount waived is of small amount based on assured cases and finally 42% 
asserted that requirements such as age and legal documents were mainly used as 
proof when settling insurance claims. This implies that most insurance companies 
have unsettled appeals that hinder settlement of claims which has to be reviewed. The 
findings are in line with Doherty and Singer (2012) who asserted that secondary 
insurance market enhances high insurance volume to insurance holders by allowing 
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room for negotiations with life insurance companies. This allows insurance 
companies to review unsettled claims through negotiations. 
Table 4.9 Statement on Management Decision on Claim Processing 
Statement Frequency Percentage 
The percentage of claims processed in 
time 
13 29 
Comparative profitability 2 4 
Customer feedback 14 31 
Time needed to take appropriate decisions 0 0 
All of the above 16 36 
Total 45 100 
Source: Author (2018) 
The respondents were asked to showcase their understanding on how management 
decisions affect claims processing. Analysis on table 4.9 shows that majority of the 
respondents at 36% agreed that all the above-named factors influenced management 
decision on claim settlements, followed by 31 who noted that customer feedback 
influenced management decision on claim settlement, 29% agreed that management 
decision influenced the percentage of claims processed based on a specific timeline 
and 4% of the respondents asserted that comparative profitability influenced 
management decision on claims processing. The analysis implies that incorporating 
all the above-named factors influenced management decision to approve processing 
of claims in insurance firms.  The findings agree with report by SAS (2012) which 
showed that an insurer that manages claim will also make effort to minimize cases of 
fraudulent claims. Thus, management decisions on claim processing must be 
approved ethically before claims are settled. 
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4.1.3 Sales Promotion 
Table 4.10 Whether sales promotion affects Claim Settlement 
Category Frequency Percentage 
Yes 26 58 
No 19 42 
Total 45 100 
Source: Author (2018) 
 
Figure 4.8 Whether sales promotion affects Insurance Pricing 
Source: Author (2018) 
The respondents were asked as to whether sales promotion affected insurance pricing 
in the Kenyan insurance sector. Analysis from table 4.10 and figure 4.10 showcase 
that majority of the respondents at 58% agreed with the statement while 42% of the 
respondents stated otherwise. This implied that sales promotion affects insurance 
pricing in the insurance market.   
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Table 4.11 Rating of Sales Promotion 
Category Frequency Percentage 
Very satisfactory 18 40 
Satisfactory 16 36 
Undecided 7 16 
Not satisfactory 4 8 
Total 45 100 
Source: Author (2018) 
 
Figure 4.9 Rating of Sales Promotion 
Source: Author (2018) 
The respondents were asked to state their opinion as to how satisfactory is sales 
promotion when setting insurance pricing. Results from table and figure 4.11 indicate 
that majority of the respondents at 40% agreed that sales promotion was very 
satisfactory, followed by 36% who stated sales promotion was satisfactory. On the 
other hand, 16% of the respondents were undecided and 8% were not satisfied by the 
sentiments. This analysis implies that sales promotion is usually satisfactory when 
setting insurance pricing models.  
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Table 4.12 Extent to which Sales Promotion affects Insurance Pricing 
Category Frequency Percentage 
Very high extent 15 33 
High extent 17 38 
Moderate extent 8 18 
No effect at all 5 11 
Total 45 100 
Source: Author (2018) 
On the extent to which sales promotion affects insurance pricing, table 4.12 and 
figure 4.12 indicate that majority of the respondents at 38% agreed that sales 
promotion affects insurance pricing to a high extent, followed by 33% who stated 
very high extent, 18% and 11% of the respondents noted moderate extent and no 
effect at all respectively. The analysis depicts that sales promotion as a high effect on 
insurance pricing in the insurance sector in Kenya. 
Table 4.13 Statement on Sales Promotion 
Statement Strongly 
agree 
Agree Undecided Disagree Strongly 
Disagree 
Insurance companies need 
to investment more in sales 
force training 
42% 
(19) 
29% 
(13) 
18% 
(8) 
9% 
(4) 
2% 
(1) 
Insurance company‟s sales 
representatives need to be 
motivated always 
 
35% 
(16) 
 
47% 
(21) 
 
7% 
(3) 
 
11% 
(5) 
 
0% 
(0) 
Insurance firms should 
restructure their business 
and marketing practices in 
response to significant 
changes in the insurance 
market 
 
62% 
(28) 
 
22% 
(10) 
 
7% 
(3) 
 
9% 
(4) 
 
0% 
(0) 
Lack of technical and 
experienced sales staff can 
lead to improper 
interpretation of the policy 
 
31% 
(14) 
 
44% 
(20) 
 
13% 
(6) 
 
 
7% 
(3) 
 
4% 
(2) 
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and pricing provisions  
Source: Author (2018) 
The study sought to find out whether the respondents understood the effect of sales 
promotion on insurance pricing. Analysis on table 4.13 reveals that majority of the 
respondents at 62% strongly agree that insurance firms should restructure their 
marketing practices to respond to changes in the insurance market, 47% agreed that 
insurance sales representative should be motivated often, 44% asserted that lack of 
technical training and experienced staff hinder proper interpretation of insurance 
pricing provisions and 42% asserted that insurance companies need to investment 
more in sales force training. This implies that for sales promotion to be effective tool 
for insurance pricing, it has to be structured to address changes in the insurance 
market.   The stud agrees with Gupta (2007) who argued that the objectives of 
promotions are to attract new customers, to make existing customer loyal, reward 
loyal customers and increase the market size by stimulating the use of an entire 
product category and to reinforce other communication tools. This means that the 
more a product advance in the product life cycle, the more revenue is allocated to 
sales and promotion. 
4.1.4 Government Regulation Policies 
Table 4.14 Whether Government Regulation Policies affects Insurance Pricing 
Category Frequency Percentage 
Yes 28 62 
No 17 38 
Total 45 100 
Source: Author (2018) 
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Figure 4.10 Whether Government Regulation Policies affects Insurance Pricing 
Source: Author (2018) 
On whether government regulation policies affect insurance pricing, table and figure 
4.14 reveal that majority of the respondents at 62% agreed with the sentiments while 
38% of the respondents stated otherwise. This implies that insurance companies must 
adhere to government regulation policies in order to meet the recommended standard 
for insurance pricing.   
Table 4.15 Importance of Government Regulation Policies 
Category Frequency Percentage 
Very important 21 47 
Important 17 38 
Neutral 5 11 
Not important 2 4 
Total 45 100 
Source: Author (2018) 
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Figure 4.11 Importance of Government Regulation Policies 
Source: Author (2018) 
The respondents were asked to state the importance of government regulation policies 
when setting up insurance pricing model. Analysis on table and figure 4.15 indicate 
that majority of the respondents at 47% stated that government regulation policies on 
insurance pricing was very important, followed by 38% who noted important, 11% 
indicated the effect of government regulation policies to be neutral and 4% indicated 
that government regulation polices was not important. The analysis implies that the 
government plays a key role in terms of regulating insurance pricing in the Kenyan 
insurance sector. 
Table 4.16 Impact of Government Regulation Policies 
Category Frequency Percentage 
Very much 13 29 
Much 21 47 
No impact at all 9 20 
I do not know 2 4 
Total 45 100 
Source: Author (2018) 
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Figure 4.12 Impact of Government Regulation Policies 
Source: Author (2018) 
On the impact of government regulation policies on insurance pricing, table and 
figure 4.16 showcase that government regulation policies has much impact on 
insurance pricing, followed by 29% who noted very much. On the other hand, 20% 
and 4% of the respondents were of the opinion that government regulation policies 
have no impact at all and I do not know respectively.   
Table 4.17 Statement on Government Regulation Policies 
Statement Strongly 
agree 
Agree Undecided Disagree Strongly 
Disagree 
Insurance policy and 
pricing regulates business 
competitiveness of 
insurance markets. 
36% 
(16) 
31% 
(14) 
9% 
(4) 
24% 
(11) 
0% 
(0) 
Insurance policies and 
regulations should shield 
the insurance investment 
from social and political 
environment. 
27% 
(12) 
44% 
(20) 
13% 
(6) 
11% 
(5) 
4% 
(2) 
Insurance firms need to 
familiarize themselves and 
comply with the 
 
29% 
(13) 
 
22% 
(10) 
 
24% 
(11) 
 
16% 
(7) 
 
9% 
(4) 
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government regulations in 
order to continue being 
profitable. 
Source: Author (2018) 
The study sought to determine the respondents view on government regulation 
policies and insurance pricing. Analysis on table 4.17 indicate that majority of the 
respondents at 44% agreed that policies on insurance shields insurance investments 
from social and political environment, followed by 36% who asserted that insurance 
policy and pricing regulate business competitiveness of insurance markets and 29% 
of the respondents noted that insurance firms should familiarize and comply with 
government regulations to sustain their profitability. From the analysis, it is apparent 
that policies on insurance should shield insurance companies from social and political 
interference. This agrees with Bhoola et al., (2014) who stated that insurance firms 
need to familiarize themselves and comply with the government regulations in order 
to continue being profitable. In addition, there are some regulations which if 
implemented will result in an increase in market opportunities for insurance firms.  
Table 4.18 Whether level of Competition affect Insurance Pricing 
Category Frequency Percentage 
Yes 34 76 
No 11 24 
Total 45 100 
Source: Author (2018) 
 
 
 
 
 
 
 
46 
 
 
Figure 4.13 Whether level of Competition affect Insurance Pricing 
Source: Author (2018) 
The study sought to find out whether competition affects insurance pricing in the 
Kenyan insurance sector. Analysis from table 4.18 and figure 4.18 indicate that 765 
of the respondents agreed while 24% of the respondents disagreed. This implies that 
competitiveness in the insurance sector halters insurance pricing models. 
Table 4.19 Influence of Level of Competition 
Category  Frequency Percentage 
Extremely influential 15 33 
Moderately influential 16 36 
Somewhat influential 8 18 
Slightly influential 6 13 
Not at all influential 0 0 
Total 45 100 
Source: Author (2018) 
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Figure 4.14 Influence of Level of Competition 
Source: Author (2018) 
On how influential is level of competition on insurance pricing, table and figure 4.19 
depicts that majority of the respondents at 36% asserted that level of competition is 
moderately influential towards insurance pricing, 33% asserted extremely influential, 
18% noted somewhat influential and 13% indicated slightly influential. This analysis 
implies that level of competition influenced insurance pricing in the Kenyan 
insurance sector.  
Table 4.20 Statement on Level of Competition 
Statement 1 2 3 4 5 
Price of the competition is a must for an insurance 
company to assess its position on the target 
segments. 
40% 
(18) 
 
38% 
(17) 
20% 
(9) 
2% 
(1) 
0% 
(0) 
Insurance firms must continually identify and 
strengthen their core competencies in order to sustain 
competitive advantage. 
 
42% 
(19) 
 
31% 
(14) 
 
22% 
(10) 
 
7% 
(2) 
 
0% 
(0) 
Though insurance price is highly regulated, 
insurance firms still manage to underprice their 
products in order to beat competition. 
 
47% 
(21) 
 
38% 
(17) 
 
11% 
(5) 
 
4% 
(2) 
 
0% 
(0) 
The price of insurance policies will go down due to 
stiff competition. 
 
51% 
(23) 
 
29% 
(13) 
 
18% 
(8) 
 
2% 
(1) 
 
0% 
(0) 
Source: Author (2018) 
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Analysis on table 4.20 depicts that majority of the respondents at 51% strongly agreed 
that stiff competition increases price of insurance policies, followed by 47% who 
strongly agreed that insurance companies have mechanisms of underpricing their 
products to beat competition, 42% noted that insurance companies sustain 
competitive advantage by identifying and strengthening their core competencies and 
40% stated that insurance firms realize their position and target segments through 
price of competition. The analysis implies that level of competition lowers insurance 
pricing models through stiff competition.   The findings agree with Dodds (2014) who 
argued that competitiveness in the insurance market has forced insurance companies 
to lower their prices to cater for marketing needs. To gain a competitive advantage, 
Dodds observed that insurers are beginning to use price optimization to see how 
demand varies at different price levels and come up with recommended price that will 
improve insurance profits.  
4.2 Limitations of the Study 
Finding cooperative respondent to participate in the study was a challenge. Some 
respondents required confirmation concerning the intent of the study organization and 
whether it has been approved by the management. The respondents also restricted 
themselves from participating in the study due to policies governing information 
sharing to third-party organizations or individuals. Information concerning insurance 
pricing is sensitive and convincing the organization that the research was for 
academic purpose was a challenging task. 
4.3 Chapter Summary 
This chapter presented summary of data analysis and the number of respondents who 
participated in the study. It also highlighted demographic background of the 
participants, how data was sorted, analyzed and presented, and limitations 
experienced by the researcher while collecting data from the respondents.   
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CHAPTER FIVE 
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 
5.0 Introduction 
This chapter comprises of summary and conclusion of the study based on the findings 
detailed in chapter four. It also provides recommendations based on the study‟s 
conclusions which can therefore lead to appropriate mechanisms to insurance pricing 
in the Kenyan sector. 
5.1 Summary of Findings 
On the extent to which claim settlement affects insurance pricing, majority of the 
respondents at 42% asserted that it does affect insurance pricing at a large extent. 
This implied that settling insurance claims does hinder insurance pricing depending 
on the rate at which the claimed amount is envisioned by the insured. The findings 
also indicate that majority of the respondents at 49% noted that committee should be 
set up to review appeals made on insurance claims, it was also apparent that early 
investigation of claims ensured that the amount waived is of small amount based on 
assured cases This implied that most insurance companies have unsettled appeals that 
hinder settlement of claims which has to be reviewed. 
On how the respondent understood how management decisions affect claims 
processing. The findings revealed that percentage of claims processed in time, 
comparative profitability, customer feedback, time needed to take appropriate 
decisions influenced management decision on claim settlement. The analysis implied 
that incorporating all the above-named factors influenced management decision to 
approve processing of claims in insurance firms.  
The findings revealed that sales promotion was very satisfactory. This implied that 
sales promotion is usually satisfactory when setting insurance pricing models. 
Concerning how the respondents understood the effect of sales promotion on 
insurance pricing. The findings revealed that insurance firms should restructure their 
marketing practices to respond to changes in the insurance market, it was also availed 
that insurance sales representative should be motivated often and lack of technical 
training and experienced staff hindered proper interpretation of insurance pricing 
provisions. This implied that for sales promotion to be effective tool for insurance 
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pricing, insurance pricing has to be structured to address changes in the insurance 
market.    
The study findings also revealed that government plays a key role in terms of 
regulating insurance pricing in the Kenyan insurance sector. On government 
regulation policies and insurance pricing, the finding revealed that policies on 
insurance shields and insurance investments were highly affected by social and 
political environment, it was also evident that insurance policy and pricing regulates 
business competitiveness of insurance markets and sustains their profitability.  
On level of competition, the findings revealed that level of competition influenced 
insurance pricing in the Kenyan insurance sector.  It was also apparent that stiff 
competition increased price of insurance policies. The findings further revealed that 
insurance companies have mechanisms of under pricing their products to beat 
competition. The analysis implied that level of competition lowers insurance pricing 
models through stiff competition. 
5.2 Conclusions 
Based on the findings, the study concludes that claim settlement, sales promotion, 
government regulation policies and level of competition affected insurance pricing. 
On the first objective, the study concludes that insurance firms did not review appeals 
made on insurance claims. It was also noted that unsettled appeals which in turn 
hindered processing of insurance claims. This was based on the fact that management 
decisions approved processing of claims. 
Concerning sales promotion and its influence on insurance pricing, the study 
concludes that sales promotion is satisfactory when setting insurance pricing models. 
It was also evident that sales promotion is an effective tool for insurance pricing since 
it is structured to address changes in the insurance market. 
The study concludes that the government plays a key role in terms of regulating 
insurance pricing in the Kenyan insurance sector. It is apparent that policies on 
insurance should shield insurance companies from social and political interference. 
This depicts that insurance firms rely on government policy framework when 
structuring insurance pricing. 
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The study also concludes that competitiveness in the insurance sector halters 
insurance pricing models. This is based on the fact level of competition is influential 
when setting insurance price in a competitive market. Thus, level of competition 
lowers insurance pricing models through stiff competition. 
5.3 Recommendations 
Based on the findings, the following recommendations were made; 
Lack of proper training on claim settlement processing was a major challenge that 
hindered quality service provision. Based on this, the study recommends that 
insurance firms should automate and update their technological infrastructure to 
speed up the process of claim settlement and decision making. 
Insurance firms should ensure qualified and competent sales personnel are recruited 
to maximize the value of insurance products to its clients. This can be achieved 
through institution of competitive strategies to penetrate their services to new and 
promising insurance markets.   
The government through Insurance Regulatory Authority should formulate 
mechanisms that will provide an even field that can best monitor and improve 
insurance growth in Kenya. This will in turn minimize cases of unethical practice 
among insurance firms. 
The study recommends that insurance companies should diversify their products and 
services to gain competitive advantage. This is based on the fact that insurance firms 
have similar products. Thus, gaining market track will be almost impossible with 
similar products in the market.  Likewise, diversification ensures that insurance firms 
gain competitive advantage over their competitors.   
5.4 Suggestions for further study 
Further study should be done using other variables that are related to the study. The 
studies should highlight various interactions not addressed by the researcher that 
affects insurance pricing in the Kenyan market. Moreover, a study can be done on the 
same topic with a larger sample to provide more insight on insurance pricing.  
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APPENDIX I: RESEARCH QUESTIONNAIRE 
I am a student at Management University of Africa undertaking a research study on 
factors affecting insurance pricing in the insurance sector in Kenya with a case study 
of Jubilee Insurance Company. Kindly am requesting you to help in data collection by 
filling the questionnaire.  Data gathered will be strictly kept confidential and no part 
of it will be shared to any third-party organization or individual. Kindly answer the 
following questions by applying a tick (√) on the appropriate box or explain in detail 
in the space provided. 
SECTION I: PERSONAL INFORMATION 
1. Gender 
Male   [   ]   Female     [   ] 
2. Age Bracket 
18 - 25  [   ]    24 – 31 [   ]      32 – 39   [   ]   40 years and above   [   ]  
3. Highest Level of Education 
Certificate level [   ] 
College level  [   ] 
University level [   ] 
4. How long have you worked at Jubilee Insurance? 
2 years and below  [   ]  3 – 5 years  [   ] 
6 – 8 years  [   ]  9 years and above  [   ] 
SECTION II: CLAIM SETTLEMENT 
5. Do you think settlement of claims influence insurance policies and pricing in the 
insurance industry? 
Agree  [   ]   Disagree  [  ] 
If you agree, to what extent is the impact of claims settlement on insurance policy and 
pricing? (Tick (√ ) below) 
Very Large extent Great extent Moderate extent No extent 
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6. Please indicate whether you agree or disagree with the following statements 
concerning suggestions for claim settlement for insurance policies. (Please rate on a 
scale of 1 to 5 where, 1=Strongly agree, 2=Agree, 3=Undecided, 4=Disagree and 
5=Strongly disagree) 
Statement 1 2 3 4 5 
Certain requirements like age proof and legal 
evidence of the title for settlement of claims up to a 
particular amount be dispensed with. 
     
Investigation of early claims is waived for small 
sums assured in appropriate cases. 
     
A high-level committee be set up to review claim 
appeals.  
     
7. Insurance managers‟ decisions depends on the following requirements when 
making insurance policy and pricing decisions. (Please tick (√) all that apply) 
Statement Tick 
The percentage of claims processed in time  
Comparative profitability  
Customer feedback  
Time needed to take appropriate decisions  
All of the above  
SECTION III: SALES PROMOTION 
8. Does your company have a comprehensive sale and marketing department for 
insurance policy pricing? 
Yes  [   ]  No        [   ] 
If yes, how would you rate the performance of the department in terms of promoting 
insurance policy and pricing? 
1=Very Satisfactory 2= Satisfactory 3=Undecided 4=Not Satisfactory 
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9. To what extent does sales promotion affect insurance policy and pricing in 
insurance industry?  
1=Very high extent 2=High extent 3=Moderate extent 4=Not effect at all 
    
10. Please indicate whether you agree or disagree with the following statements 
concerning the relationship between sales promotion and insurance policy and 
pricing. (Rate on a scale of 1 to 5 where; 1= Strongly Disagree, 2= Disagree, 
3=Undecided, 4=Agree and 5=Strongly Agree) 
Statement 1 2 3 4 5 
Insurance companies need to investment more in 
sales force training 
     
Insurance company‟s sales representatives need to 
be motivated always 
     
Insurance firms should restructure their business 
and marketing practices in response to significant 
changes in the insurance market 
     
Lack of technical and experienced sales staff can 
lead to improper interpretation of the policy and 
pricing provisions 
     
SECTION IV: GOVERNMENT REGULATION POLICIES 
11. Insurance policy and pricing is highly affected by government regulation policies 
on insurance products? 
Agree  [ ]  Disagree  [ ] 
If you agree, how important is the role of government regulation policies on insurance 
policy and pricing in the insurance sector? 
1=Very important 2=Important 3=Neutral 4=Not important 
    
12. To what extent is the impact of government regulation policies towards insurance 
policy and pricing in the insurance sector? 
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 1=Very much 2=Much 3=Not much 4=Not impact at all 5= Do not know 
     
13. Please indicate whether you agree or disagree with the following statements 
concerning the impact of government regulation policies on insurance policy and 
pricing. (Rate on a scale of 1 to 5 where; 1= Strongly agree, 2= agree, 3=Undecided, 
4=Disagree and 5=Strongly Disagree) 
Statement 1 2 3 4 5 
Insurance policy and pricing regulates business 
competitiveness of insurance markets. 
     
Insurance policies and regulations should shield the 
insurance investment from social and political 
environment. 
     
Insurance firms need to familiarize themselves and 
comply with the government regulations in order to 
continue being profitable. 
     
SECTION V: LEVEL OF COMPETITION 
14. Does level of competition affect insurance pricing in the insurance sector in 
Kenya? 
Yes [   ] No [   ]  
If yes, please explain 
………………………………………………………………………………………
………………………………………………………………………………………
…………...…………………………………………………………………………. 
15. How influential is level of competition when setting insurance pricing model? 
Extremely influential [   ]  
Moderately influential  [   ]  
Somewhat influential  [   ] 
Slightly influential  [   ]  
Not at all influential  [   ] 
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16. Below are statements on how level of competition affects insurance pricing in the 
insurance sector in Kenya. Kindly tick appropriate statement based on your 
opinion on each statement: Key:  1= Strongly agree, 2= agree, 3=Undecided, 
4=Disagree and 5=Strongly Disagree 
Statement 1 2 3 4 5 
Price of the competition is a must for an insurance 
company to assess its position on the target segments. 
     
Insurance firms must continually identify and 
strengthen their core competencies in order to sustain 
competitive advantage. 
     
Though insurance price is highly regulated, insurance 
firms still manage to underprice their products in order 
to beat competition. 
     
The price of insurance policies will go down due to 
stiff competition. 
     
Thank you for your cooperation 
